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ABSTRAK 
 Penelitian ini bertujuan untuk mengukur minat pembelian 
berulang pada Haryono Travel dimana pengujiannya menggunakan variabel 
Service Quality yang mempengaruhi Behavioral Intention melalui 
Perceived Value dan Customer Satisfaction pada Haryono Travel di 
Surabaya. Melakukan pengolahan dengan data primer yang berbentuk 
kuesioner yang dibagikan kepada 100 orang pelanggan Haryono Travel. 
Alat pengujian menggunakan SEM. 
 Dari hasil yang diperoleh setelah data diproses maka dapat 
diambil 2 buah kesimpulan: 1. meningkatkan Service Quality Haryono 
Travel yang dapat pula meningkatkan Perceived Value dan Customer 
Satisfaction.  2. meningkatkan pembelian berulang atau Behavioral 
Intention diperlukannya inovasi produk dan pelayanan terhadap pelanggan 
untuk menjaga relasi atau keep in touch.   
Kata kunci:  Service Quality, Perceived Value, Customer Satisfaction, 
dan Behavioral Intention 
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ABSTRACT 
 This study aims to gauge interest in the repeat purchase Travel 
Haryono where testing using variables that affect the Service Quality 
Behavioral Intention through Perceived Value and Customer Satisfaction 
on Travel Haryono in Surabaya . Perform processing with primary data in 
the form of a questionnaire distributed to 100 customers Haryono Travel. 
Testing tools using SEM . 
 From the results obtained after the data is processed , it can 
take 2 pieces conclusions : 1. Increase Service Quality Haryono Travel can 
also improve the Perceived Value and Customer Satisfaction . 2. increase 
repeat purchases or Behavioral Intention need for innovative products and 
services to customers to maintain a relationship or keep in touch . 
Key words:  Service Quality, Perceived Value, Customer Satisfaction, dan 
Behavioral Intention 
 
 
